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Financial and Non-Financial Highlights

Financial Highlights

Management Results
In accordance with our basic policy of providing the world’s top products and services that bring 

comfort, excitement, and joy to people around the world, we are committed to developing products 

that utilize our proprietary processing and molding technology for non-woven materials and capture 

consumer needs with the aim of realizing a cohesive society where people across generations can 

live in mutual respect without feeling burden from one another.

Looking back on the situation in fiscal 2020, many of the main overseas countries we operate in were 

impacted by COVID-19. While the economy in a few countries and regions, including China, recovered 

from the initial recession, challenging conditions persist in countries such as Indonesia, Thailand, and 

India. Nonetheless, as our products are daily necessities, we strived as a whole to provide a steady 

supply. As a result, total sales in our overseas business declined 1.2% but total profit increased 22.9%. 

Excluding exchange rate fluctuations, sales increased 1.8% and profits rose 25.4%. Moreover, a fire 

broke out at the Ahmedabad Factory of our subsidiary, Unicharm India Private Ltd., on June 24, 2020, 

Financial Condition and Cash Flows 
As for our financial condition at the end of fiscal 2020, total assets amounted to 893,413 million yen, an 
increase of 29,410 million yen from the end of the previous fiscal year. The main increase included 
70,735 million yen in cash and cash equivalents, and 6,201 million yen in other financial assets such as 
time deposits with a period of over three months. The main decrease included 25,292 million yen in 
tangible fixed assets, 9,086 million yen in trade receivables and other receivables, 5,354 million yen in 
other current assets such as prepaid consumption tax, and 4,156 million yen in intangible assets.
Total liabilities amounted to 330,760 million yen, an increase of 9,658 million yen from the end of the 
previous fiscal year. The main increase included 13419 million yen in other current liabilities such as 
accrued expenses, and 9,142 million yen in accrued corporate income tax. The main decrease included 
4,691 million yen in trade and other payables, 4,689 million in corporate bonds and borrowings, and 
3,990 million yen in other financial liabilities such as lease liabilities of 3,990 million yen.
Total equity was 562,653 million yen, an increase of 19,752 million yen from the end of the previous 
fiscal year. The main increase was 52,344 million yen in net income attributable to owners of the parent, 

with a total of 15,929 million yen recorded in other expenses to cover the cost of damages.

In Japan, while the economic situation was difficult due to COVID-19, increased demand for infection 

control products such as masks and wet wipes led to a 6.8% increase in sales and 32.6% increase 

in profits. 

In addition, core operating income also increased as a result of the falling prices mainly raw materials 

derived from petroleum source which had seen prices climb in fiscal 2019, and because we made 

efforts to improve production efficiency both internally and externally, which resulted in a reduced the 

cost of sales ratio, as well as efforts to rein in any increases in SG&A expenses. 

As a result, in fiscal 2020 we recorded net sales of 727,475 million yen (up 1.9% year-on-year), core 

operating income of 114,744 million yen (up 27.8% year-on-year), income before taxes of 95,849 

million yen (up 37.8% year-on-year), net income of 62,580 million yen (up 18.9% year-on-year), and 

net income attributable to owners of the parent of 52,344 million yen (up 13.5% year-on-year).

while the main decrease was 17,898 million yen in payment of dividends to the owners of the parent 
company and 16,709 million yen in other equity components such as foreign exchange conversion 
differences of overseas business activities. As a result, the equity ratio attributable to owners of the 
parent increased from 54.8% at the end of the previous fiscal year to 55.2%.
In fiscal 2020, operating cash flow served as the main source of revenue, except for some overseas 
consolidated subsidiaries that obtained external borrowings with the aims of reducing foreign exchange 
risk. Cash flows from operating activities increased by 150,254 million yen (up 65,318 million yen from the 
previous year). Cash flows from investing activities decreased by 41,698 million yen due to expenditures 
for the acquisition of tangible fixed assets and intangible assets (up 27,537 million yen from the previous 
year). Cash flow from financing activities decreased by 35,239 million yen (down 12,177 million yen from 
the previous year) due to dividend payments to the owners of the parent. As a result, the year-end 
balance of cash and cash equivalents at the end of 2020 increased by 70,735 million yen from the end of 
the previous fiscal year to 199,522 million yen, with the impact of exchange rate fluctuations included.
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■Net sales ■ROE, ROA■Net sales by geographic area ■Cash flows from operating activities

■Core operating income margin by geographic area

■Net sales by business segment

■Core operating income/Core operating income margin

■Profit attributable to owners of parent
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■Basic earnings per share
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■Shareholders’ equity/Total equity■Total assets
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Notes:

1. We have been using International Financial Reporting Standards since fiscal 2017. The figures for fiscal 2016 were prepared based on IFRS as well.

2. Core operating income is gross profit after deducting selling, general and administrative expenses.

■ Japan  ■Asia  ■China  ■Other

■Core operating income (IFRS)

Core operating income margin (IFRS)

Japan Asia Other Consolidated

Return on equity (IFRS) (ROE)

Return on assets (IFRS) (ROA)

■Wellness care

■ Feminine care

■Baby care

Personal care

86%¥727.5
billion

Other

1%
Partner animal
(pet) care

13%

■Cash dividends per share/Consolidated dividend payout ratio
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Non-Financial Highlights
■�Total Unicharm Group employees /  

Ratio of female employees in Unicharm Group
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■Number of employees by geographic area

■Ratio of female managers

■Employee turnover rate

■�Percentage of environmental-friendly products

■�Eco Plan 2020

■�Energy consumption
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* Employees on the payroll of Unicharm Corp.

*  Employees turnover rate = Number of terminated employees 
(except for retirement at mandatory retirement age, death, 
promotion to board members or transfer within the group) / 
Number of employees at the end of each fiscal year

* Employees on payroll of Unicharm Corp.

*  Change of unit (energy consumption (GJ) / sales ( ￥ millions))

*  We have been using International Financial Reporting Standards 
since fiscal 2017.  
The figures for fiscal 2016 were prepared based on IFRS as well.

Implementation items 2015 results 2016 results 2017 results 2018 results 2019 results 2020 targets 2020 results Judg-
ment

(1)  Reduction of 
waste

■  Recovery technologies for 
used disposable diapers 
(Japan)

Established 
technologies

Starting with 
local 

governments
Start testing Cycle model 

establishment

Cycle model 
operation 

start

Full-scale 
operations

Installation of 
actual equipment 

completed
△

■  Recycling of product loss 
(Overseas) 2,000 tons 2,600 tons 2,600 tons 4,300 tons 6,000 tons 4,000 tons 5,700 tons ○

(2)  Procurement 
of sustainable 
materials

■  Third party certification of 
paper and pulp suppliers 
(Japan)

82% 80% 94% 95% 95% 100% 99% △

■  Third party certification of 
paper and pulp suppliers 
(Overseas)

— 84% 87% 90% 95% 100% 93% ×

■  Third party certification of 
palm oil suppliers (Japan) 0% Start of 

investigation Ascertained 2% 31% 100% 86% ×

(3)  Measures for 
climate 
change

■  Environmentally-Friendly 
Products (Japan) 72% 78% 80% 86% 89% 100% 93% ×

■  Products with the Eco 
Charming label (Japan) 50% 56% 58% 66% 66% 60% 81% ○

■  Products with the Eco 
Charming label (Overseas) 0% Survey Understanding 

Completion
Operation 
Start Delay

Operation 
Start

Operation 
Start Review —

■  CO2 emissions base unit 
during manufacturing 
compared to 2015 (Japan)

Base year -2.4% -4% -6% -8% -10% -10% ○

■  CO2 emissions base unit 
during manufacturing 
compared to 2015 
(Overseas)

Base year — -3% -6% -8% -10% -10% ○

■  Collection of overseas site 
data (compared to sales) 73% 77% 81% 83% 88% 80% 84% ○

(1)  In the area of waste reduction, we have extended an additional year in which to fulfill our targets for installation of commercially operable facilities in Shibushi 
City and Osaki Town, due to the impacts of COVID-19. In this area, we have also been able to convert 5,700 tons/year of product loss generated during the 
manufacturing stage into cat continence care products. This achievement of our planned goals forms the basis of the evaluation above.

(2)  In the area of procurement of sustainable materials, we increased the percentage of sustainable paper and pulp in operations in Japan as compared to 2019 
but did not achieve 100%. Neither we managed to meet our goals overseas partly due to the introduction of new materials in certain areas. We vastly 
increased our sustainable palm oil as compared to last year, but did not achieve 100% resulting in the evaluation above.

(3)  In the area of measures toward climate change, production of environmentally-friendly products has increased, yet some products remain limited in terms 
of the switch to environmentally-friendly specifications and our overall objectives have not yet been met. With regard to the percentage of Eco Charming 
products, our goal was achieved ahead of schedule within Japan, as of 2018, while we have had to review our systems overseas. The above evaluation is 
based on our achievement of our target of reducing CO2 emissions intensity at the manufacturing stage and production locations that have received third-
party certification now accounting for 84% of our total sales.

*  Products with the Eco Charming label; the products that have been determined to be able to improve product value such as convenience and comfort while 
reducing the environmental impact, using Unicharm's own standards.

* From 2021 onward, we will advance our “Environmental Targets 2030” and “Kyo-sei Life Vision 2030.”
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Research & Development

Research & Development

The Unicharm Group R&D activities are primarily carried out at our technical and 
engineering centers in Kanonji City, Kagawa Prefecture under a philosophy of 
“maintaining our number one position through continued and dedicated services.” 
Major overseas subsidiaries also have a “satellite office” with R&D capabilities which 
aims to meet the needs of each country/region and there is regular coordination with 
Japan and other satellite offices. 
The R&D Division continuously develops and improves on research and processing 
technologies related to non-woven fabrics, special polymer absorbers and paper 
and pulp which are the strengths of Unicharm for its product development in order to 
be the number one choice of consumers in each product category. The division is 
also working to improve the efficiency by shortening the lead time from development 
to product launch.
The basic development policy is to “continue creating new value through technology 
innovation.” Providing products and services such as diapers, sanitary napkins and 
partner animal (pet) food is by no means a flashy business. However, they are an 
indispensable part of everyday life for people of all ages from infants to the elderly 
and their partner animals (pets) worldwide which is why we believe it is necessary to 
create new “habits” and “common sense” and always provide more than what 
consumers expect. To this end, it is important that we thoroughly observe the actual 
conditions and consumption in consumers’ lives, determine the “true needs” that 
drive them and, not remaining content with the status quo or fearing failure, continue 
to take on new challenges in a swift way. 
As a company that rolls out its business on a global scale, it is very important that 
we promote the product development based on the characteristics of each country 
and region. Taking disposable diaper as an example, there are countries such as 
Japan where diapers are widely used, while in other countries, they are still an 
upscale product or simply not commonly used. Unicharm aims to create 
unprecedented new value by developing products tailored to each specific country 
and region while also achieving both quality and price that all consumers will want to 
reach out for.

In 2019, Unicharm conducted baby diaper research for an improved fitness using 
“origami (paper craft) engineering” in collaboration with Ichiro Hagiwara, professor 
emeritus at Meiji University. This research resulted in the development of an 
absorbent material that molds to the body shape of babies. 
Unicharm also worked in collaboration with Akihito Sano, a professor at Nagoya 
Institute of Technology, to develop diapers that are not only soft against baby skin 
but are also pleasant to the touch for adults. 
At the April 2020 “Society for Affective Science Conference,” we gave a poster 
presentation entitled “The effects of mother-child interactions during diaper changes 
on postpartum depression and daily emotions” which noted that a mother’s use of a 
diaper-changing song during diaper changes created positive feelings that possibly 
leads to improve postpartum depression. At the “25th Congress of the European 
Sleep Research Society” held remotely in September 2020, we presented our 
findings as “Sleep solutions for infants based on sleep-wake rhythms using a 
smartphone application” which suggested it is important to reduce variance in the 
timing of sleep for infants in their first two months of life, as they have yet to 
establish a circadian sleep-wake rhythm.
Based on the results of these R&D activities, we are launching a series of new 
products and, at the same time, improving and updating the current products. 
In overseas markets as well, we are working to improve both quality and 
functionality, expand product lines and develop the products matched to the needs 
of each market for its revitalization. In 2020, we developed the world’s first anti-
mosquito diaper for infants*1 in Malaysia and Singapore where spread of dengue 
fever was a concern. The diaper tapes are embedded with “Anti-Mos Microcapsules” 
that help keep mosquitoes away from babies. 
Approximately fifty percent of women in China suffer from menstrual cramps. Of 
these, some 20 percent of young women in the 15 to 22 age bracket warm their 
bodies to help relieve menstrual cramps.*2 We therefore launched the “Sofy Hot 
Dan °C,” a sanitary napkin with a lengthened front and warming function that 
soundly covers the lower abdomen where menstrual pain most likely occurs.
Unicharm also engages in business activities that balance global environment 
protection and economic growth with the aim of contributing to a sustainable 
society. As part of these efforts, in 2015, we began a research project to recycle 
used disposable diapers. We constructed a system to separate pulp from used 
diapers then sterilize it by using a unique ozone treatment technology. The pulp is 
hygienic and can be reused for sanitary goods and, in fact, we used it successfully 
to manufacture prototypes such as diapers. In 2019, we established the “Recycling 
Business Preparatory Office” within the CSR Division (currently the ESG Division) 
and are strengthening the R&D activities with the aim of commercializing this project. 
Additionally, we are working to develop partner animal (pet) care products according 
to the characteristics of each animal such as age and physique in line with our basic 
philosophy of “supporting the healthy and happy lives of partner animals (pets) 
throughout their lives.” In 2020, we developed and launched the “Deo-Toilet Home 
Urine Check Kit” for cats, a home urine check device that allows owners to easily 
manage the physical condition of a cat susceptible to urinary diseases.
▶  See P.55 “Key Topics: Safeguarding the Well-being of Our Planet > Initiatives aimed at promoting the 

recycling of disposable diapers”
▶  See P.50 “Key Topics: Safeguarding the Well-being of Individuals > For coexistence with partner animals 

(pets)”

Creating unprecedented “new value” R&D that contributes to a sustainable society

Product development (discovering customer needs and shaping ideas)

Technical Center

Thermal sensing shape

A product being developed

Identifying issues 
and needs from 

surveys
Theme-setting

Trial production of 
ideas, table 
evaluation

Specification 
verification

Verification

Hypothesis

“Sofy Hot Dan °C”

“Deo-Toilet Home Urine Check Kit”

*1  A structure in which microcapsules containing 
fragrance are coated on the tape section, both 
crushed and non-crushed. Covering all 
disposable baby diapers offered by major 
global brands (Based on a February 2020 
survey conducted by Unicharm)

*2 Based on Unicharm survey results.
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Personal Care Business

Since April 1, 2020, our health care-related products and clean & fresh-related products have been combined into the 
“wellness care-related products” category. As population aging accelerates, particularly in Japan and Asia, this is part 
of our effort to aim for the realization of a society oriented toward enriched and healthy lives (a cohesive society) not 
simply from the conventional perspective of the elderly, but also from the perspective of allowing people to lead 
happier and more fulfilling lives.

In Japan, due to the growing awareness about coronavirus (hereinafter COVID-19) infection measures, we have continued 
to achieve increased sales and profits primarily through high growth in our “Cho-kaiteki” and “Cho-rittai” mask brands and 
our super three-dimensional" brand masks and the “Silcot Wet Tissues” series.
In Asia, sales decreased but profits increased due to the impact of COVID-19, which resulted in a market contraction due 
to lockdowns in India, Indonesia, Thailand, and other regions, as well as a supply shortage due to a factory fire in western 
India.
As a result, consolidated sales and profits increased, and the core operating profit for our personal care business improved 
by 3.3 points to 16.0% due to the increased weight of feminine care products in the Chinese market, where premium 
products continue a strong showing, and high-gross-profit products such as masks and wet wipes, as well as cost 
improvements.

■SWOT Analysis■Net sales (Unit: 100 million yen)

■Core operating income (Unit: 100 million yen)

*  We have been using International Financial Reporting 
Standards since FY2017. The figures for FY2016 were 
created based on IFRS standards as well.

Strengths

●��Leading position in Asia market

●��Nonwoven fabric and absorbent material 
processing and molding technologies

●��Product range targeting a wide range of users, 
from babies and the elderly to partner animal 
(pet) owners

●��Product development capabilities that 
anticipate consumer needs

●��Rapid strategy implementation

●��Overseas business development capabilities

●��Geographical risk hedging with operations in a 
broad range of regions, from emerging markets 
to developed economies

●��Industry-leading patent application and 
registration rates

Weakness

●��Responsibility for resource depletion 
(Disposable products)

●�High ratio of materials derived from crude oil

●�Lack of personnel skilled in digital technologies

Opportunities

●��Rising income levels and emerging needs for 
improved hygiene in emerging markets

●��Rising demand for safe products that offer 
peace of mind, and demand for high value-
added products

●��Increase in elderly people aiming for healthy 
retirement (extended healthy life expectancy)

Threats

●��Risks related to the population structure

●��Overseas business risk and forex risk

●��Risks related to the reliability of products

●��Risks related to intellectual property including 
patents and trademarks

●��Risk related to environmental problems

●��Risk of market entrants from other sectors

Backed by scientific research, we will provide products and services that empower women, allowing them to lead normal, 
comfortable lives without physical and mental barriers.
Our goal is to help make everyday life more productive and comfortable by offering products in tune with changing living 
environments and lifestyles.

In Asia, where demand for adult incontinence care products is growing, we are introducing our Japanese care model to 
reduce the burden on people being cared for and their cares.
Amid growing demand for home care products, spurred by rising incomes, we will move into new markets and help create 
more hygienic environments.

[Japan]

Basic business 
strategy

[Asia]

[Japan]

Expanding markets through products that extend healthy-life expectancy and 
support comfortable lives with peace of mind

While people are refraining from going out due to heightened awareness of COVID-19 
inflection measures, we have continued to achieve stable growth through an expansion of 
our product lineup. This includes launching products that feature a new concept suitable 
for ADL (Activities of Daily Living), with a focus on mild and moderate incontinence care 
products that lead to extended healthy life expectancy. Unicharm has been a leader in the 
adoption of adult incontinence-care products ever since making its full-scale entry into the 
adult disposable diaper market in 1987. Our efforts to develop products and create markets 
that meet consumer needs for both mild and moderate incontinence have resulted in a 
dominant in-store share of 60%.
In the mild incontinence category, we offer a range of products to dispel concerns about 
urinary incontinence, such as a new product that feels more natural and comfortable 
thanks to the use of natural organic cotton, as well as a wider selection of products for men 
that are specially designed to be discreet and prevent staining. To encourage even more 
widespread adoption of urinary incontinence products, we are working with retail stores to 
create sales areas that make it easier for shoppers to select the right products. We also 
offer advice about how best to use our products.
In the moderate to severe category, our aim is to help seniors maintain and regain their 
ability to perform daily tasks and control their incontinence. To accomplish this, we 
launched a pants-type incontinence product that utilizes patented technology on both 
sides to make the diaper easy to take off, as well as a product with a fit that supports the 
pelvis, which props up the trunk of the body, and makes it easier to walk, among other 
products. These types of products ease the burden on those receiving care as well as their 
caregivers and help to extend healthy life expectancy.
In addition, depending on the living environment and the wearer’s physical condition, we 
have proposed combinations of outerwear (attached to the exterior; includes the pants-
type and tape-type) and innerwear (pads attached to the interior of the outerwear, etc.) that 
are economical and reduce the burden on the environment.
Additionally, we are actively addressing the issue of handling used disposable diapers, 
which have proliferated due to the spread of adult disposable diapers and the increase in 
users due to the aging of the population. We are conducting demonstration trials for our 
own recycling equipment using ozone with Shibushi City and Osaki Town in Kagoshima 
Prefecture.
Through our “Cho-kaiteki” and “Cho-rittai” mask brands, which protect our health and 
support safe and comfortable lifestyles, as well as our “Silcot” brand of wet wipes known 
for the slogan “Open with one hand, immediately clean”, and our “Wave” brand of cleaning 
products based on the concept of “enough to clean your entire home on its own,” among 
others, we strive to make everyone’s lives more comfortable.
In addition to the increased consciousness of infection measures due to the COVID-19 
epidemic, we have worked to increase supplies of our “Cho-kaiteki” and “Cho-rittai” mask 
brands and our “Silcot” brand of wet wipes amid the rising demand for products made in 
Japan due to the safety and peace of mind they offer. In the future, it is expected that 
awareness of hygiene and infection measures will increase not only in Japan, but also 
around the world, so we will look to expand overseas and take other steps to meet this 
increasing demand.
Moreover, our “Silcot Sponge Touch Moisturizing Cotton (Uruuru Cotton),” which boasts 
impressive moisture using half the liquid*1, won the @cosme “The Best Cosmetics Awards” 
for three consecutive years*2, and it has been inducted into the Hall of Fame. Through 
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*2  @cosme The Best Cosmetics Awards, Best Beauty Goods 2016 and 2017: 1st Place;  
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these and other efforts, we have worked to revitalize the diversifying cosmetic cotton 
market. We are also working to reduce fresh food loss through products such as our 
“CookUp” cooking paper, which can be used for a wide range of purposes from cooking 
preparation, cooking, and storage to cleaning, and “Fresh Master,” which absorbs only 
excess water and prevents discoloration and loss of freshness by allowing air to penetrate.

[China and Southeast Asia]

Accelerating business growth through proactive investment of management 
resources

In Asia, including China, where the population is aging faster than in Japan, large-scale 
demand for adult incontinence care products is expected, so we are making efforts to 
promote the spread of the care model established in Japan.
In China, which is a more promising growth market than Japan, we are working to drive 
uptake of adult incontinence care products by launching products designed to meet the 
needs of local consumers and by investing heavily in marketing. The high-growth markets 
of Thailand, Vietnam, Indonesia, Taiwan-Greater China and other countries in Southeast 
Asia are all facing the issue of an aging population, which is set to spur demand for adult 
incontinence care products. 
In September 2018, with the aim of further accelerating our global reach and achieving 
dramatic growth, we acquired shares of DSG (Cayman) Limited (hereinafter “DSGCL”), 
which manufactures and sells baby diapers and adult diapers with bases in Thailand, 
Malaysia, Indonesia, and Singapore.
DSGCL owns the “Certainty” brand of adult incontinence care products and has a strong 
market share and high name recognition in Southeast Asia. In addition to accelerating the 
spread of the “Certainty” brand throughout Thailand and Malaysia, we are working to 
reduce costs by expanding its product lineup, strengthening its market position, and 
integrating operations, such as logistics functions. We aim to continue accelerating 
business growth by actively investing management resources in the growth markets of 
China and Southeast Asia.
In addition, due to the impact of COVID-19, consumers are becoming more conscious of 
infection measures, and demand for masks is becoming more apparent throughout Asia 
and the Middle East. We will quickly adapt to these changes and enhance manufacturing 
and sales to contribute to the achievement of healthy lives for our consumers.

[China]

Nurturing brands by developing innovative high-value-added products that target 
young people

We continue to receive robust support from young people because of the high quality and 
cute designs. We have the No. 2 market share, which is about 20%, and sales are 
continuing double-digit growth, which far exceeds the growth rate of the entire market. We 
achieve this high growth and play a leading role among Chinese businesses by cultivating 
key areas through the development of innovative products, such as shorts-type napkins 
and new products that focus on period pain; expanding the number of stores offering them; 
and strengthening sales through e-commerce channels. We aim to maintain our high 
growth and improve profitability by continuing to enhance the development of high-value-
added products.

[Indonesia]

Increasing our market share through the continuous introduction of high-value-
added products

While markets are expected to contract due to lockdowns implemented in some regions as a 
result of COVID-19, our market share is increasing due to the development of high-value-
added products, such as cooling product segment and night-use napkins that meet consumer 
needs. Our share has risen to an all-time high of about 44% and remains in the No. 1 spot. In 
addition, the average unit price increased by about 7%. We will continue to develop high-
value-added products with the goal of gaining market share and improving profitability.

[Thailand]

Maintaining our No. 1 market share by developing products that meet consumer 
needs

Markets have shrunk due to the effects of lockdowns in some regions as a result of 
COVID-19. Amid consumers’ heightened consciousness of affordability, we have 
developed high-value-added products and maintained a dominant No. 1 market share 
of about 58%. We will continue to aim to maintain high profitability by developing 
products that meet consumer needs and making effective marketing investments.

Backed by scientific research, we will provide products and services that empower women, allowing them to lead normal, 
comfortable lives without physical and mental barriers.

Demand for feminine care products is growing in Asia on the back of rising incomes. In response, we will launch products 
designed for local needs and provide information about periods to help women play a more active role in society and 
support the region’s economic development.

◆Regions with low market uptake rates for feminine care products
We will launch feminine care products designed for local needs and expand sales areas, as well as provide ongoing 
education programs about first periods to help women secure job opportunities and take a more active role in society.

◆Regions with high market uptake rates for feminine care products
We will launch high value-added products designed for local needs and build sales channels to make our products more 
accessible, aiming to make periods easier for women.

[Japan]

Basic business 
strategy [Asia]

Feminine care products
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[Vietnam]

Increased market share due to aggressive rollout of high-value-added products

As the recovery from the impact of COVID-19 becomes apparent, sales growth has 
exceeded the growth rate of the entire market through the aggressive rollout of cooling 
products that offer a refreshing sensation and revamped products with enhanced 
absorption functions. This has enabled us to maintain a dominant No. 1 market share, with 
an all-time high of about 54%. We will continue to pursue high growth and improved profits 
by continuing to develop high value-added products.

[India]

Opportunity loss occurs due to increased awareness rate of feminine care 
products

In India, we have been offering menarche education since 2013. Through this initiative, we 
have promoted an understanding of feminine care products and raised the awareness rate 
of our “Sofy” brand while providing accurate knowledge about the mechanisms of 
menstruation and feminine care products. Despite steady efforts such as this initiative, the 
impact of COVID-19 has caused lockdowns in some regions, resulting in shrinking markets 
and other effects. In addition, a supply shortage occurred due to a factory fire in the 
western part of India in June 2020. We are working to restart and promote these outreach 
activities supply by restarting the northern factory, which is scheduled to begin operations 
in the second half of 2021, importing from neighboring countries, and increasing production 
at existing factories.

[Japan]

Maintaining our No. 1 market share in products and services to free women from 
psychological restraints

While the market is maturing due to the decrease in the menstruation-aged population, our 
market share continues to remain No. 1 at approximately 49% due to the development of 
high-value-added products that are compatible with the diversifying lifestyles of women. 
We have maintained high profitability. While the number of products used has dropped due 
to the decrease in opportunities for consumers to go outside owing to COVID-19, in 
response to growing consciousness about health and safety, we have released a new 
product that is equipped with the latest fitting technology that makes use of organic cotton 
and original non-woven fabric technology. In addition, we have worked to provide 
information that addresses the psychological worries women have and improve our 
services through efforts such as Sofy’s “#NoBagForMe” project, which aims for a society 
where one can talk about menstruation and feminine care products without hesitation, and 
offering the menstruation-period management app “Sofy Girl”, which allows children who 
have had their first period to manage their menstrual days on their own while allowing 
mothers to grasp the menstrual cycle of their children, for free.

Review of Operations

[Japan]

Supporting childcare through innovative, high-value-added products and services 
that ease the burden of childcare

In the Japan market, which continues to mature and where opportunities to go outside 
have decreased due to COVID-19, Unicharm has maintained its No. 1 market share by 
striving to improve its brand value through a wide-ranging product lineup featuring 
high-value-added products that allows for a childcare experience filled with joy.
The “moony” and “Natural moony” brands, which strive for safety and comfort, apply 
“origami engineering” and mechanics to their design, which allows anyone to put them 
on well regardless of their experience with childcare, which helps to reduce the stress 
of caring for children.
In the “MamyPoko Pants” brand, which provides an excellent balance between price 
and functionality, uses the “Doraemon” character, which is very popular with children, 
in its illustrations to enhance the design variations.
Unicharm is also working to ease the burden of childcare for the increasing number of 
double-income households. The “moony-chan Toilet Training App” is offered for free 
through subcategory brands such as “Torepanman” and “Oyasumiman.” This app helps 
children form habits that make them want to use the bathroom. Through toilet training, 
it fosters children’s independence and confidence to take on various challenges and 
lends support during an important development periods for encouraging trusting 
relationships.
Additionally, our flat-rate disposable baby diaper service aimed at nursery schools is 
working to reduce the burden on parents and child-care workers and the risk of 
COVID-19 infection, as well as support parents-to-be. We are continuing to make new 
proposals that contribute to health and safety, such as holding an “(Online) moony-
chan Class” on moony’s official Instagram.

Baby care products

©Fujiko-Pro,
Shogakukan,
TV-Asahi,
Shin-ei,and ADK

As Japan’s diaper market matures and the birthrate declines, we will continue to offer innovative value proposals and raise 
awareness about hygiene and comfort issues, aiming to make childcare easier and more enjoyable.

Amid growing demand for disposable baby diapers, which is being spurred by rising incomes, we will play our part in 
creating healthy, hygienic environments for raising children by launching products tailored to local needs.

◆Regions with high market uptake rates for disposable diapers
We will roll out high value-added products already sold in Japan to help make life more comfortable and reduce the 
burden of raising children.

◆Regions with low market uptake rates for disposable diapers
We will expand our sales areas, mainly for economy-type products that offer a good balance between quality and price, 
aiming to improve hygiene conditions and reduce the burden of raising children.

[Japan]

Basic business 
strategy [Asia]
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[Indonesia]

Market share recovered thanks to development of high-performance products

While COVID-19 caused the market to shrink due to lockdowns in some regions, our 
market share recovered to about 46% through the expansion of new sales channels with 
revamped products featuring enhanced product functions. We have maintained our No. 1 
spot. We will continue to work toward further expanding our market share by developing 
products that support a wide range of customers, from economical products to standard 
and premium products.

[Thailand]

Maintaining our No. 1 market share by developing products that meet consumer 
needs

COVID-19 has exacerbated the trend toward bipolarization between high-value-added 
products and products that emphasize economical pricing. By taking advantage of our 
synergy with DSG (Cayman) Ltd., which we acquired in September 2018, and developing 
both the “MamyPoko” brand with high product strength and the affordable "Baby Love” 
brand, we responded to a broad range of consumer needs and increased our market share 
to about 90%. We have maintained our dominant No. 1 spot. Our goal is to maintain 
steady growth by offering new value proposals and harnessing our synergy with DSG.

[China]

Improving profitability by developing products that satisfy diversifying consumer 
needs

In China, where the number of births is declining, competition is intensifying due to the rise 
of local manufacturers, and demand for Japan-made products is declining, we are striving 
to stabilize our business performance by strengthening sales of the China-made “moony” 
brand, which offers high-value-added products, with a focus on e-commerce channels.
We improved profitability by developing products that meet diversifying consumer needs, 
such as by launching the highest-ranked premium baby diapers in the history of the 
Younijia brand, which includes “sheets containing pearl essence" and "gold-plated 
stamps.” We will continue to pursue product development that takes into account signs of 
changes in customer values, with an eye toward stabilizing business performance.

[India]

Pants-type disposable baby diapers cause lost opportunities as sales area 
expands

Since entering the India market in 2008 with pants-type disposable baby diapers, one of 
Unicharm’s strengths, we have steadily expanded sales areas, which has supported 
double-digit growth and outpaced the growth potential of the market. However, the market 
has shrunk due to the effects of lockdowns in some regions on account of COVID-19. In 
addition, a supply shortage occurred due to a factory fire in the western part of India in 
June 2020. We are working on imports from neighboring countries and increasing 
production at existing factories. India has a low penetration rate of disposable diapers even 
among emerging countries, and the demand for pants-type diapers is high, so we will 
further increase the supply volume by opening our northern factory for production in the 
latter half of 2021. By promoting the spread of pant-type diapers, we aim to achieve stable 
high growth and improved profitability.

[Vietnam]

Expanding market share by developing high-performance products

As a result of our efforts to promote the spread of disposable pants-type baby diapers, 
which are one of our strengths, the weight of pants-type diapers in the market has risen to 
about 73%. With the recovery from COVID-19 gaining steam, our market share has 
increased to about 40% and continues to be No. 1 thanks to our revamped products 
featuring enhanced functionality.
We will continue to strengthen the development of value-added products that reflect a 
better understanding of local consumers and strive to grow our business while making 
efforts to differentiate our products from our competitors.

[Saudi Arabia]

Continued growth both in Japan and in exports to neighboring Middle Eastern 
countries, maintaining our No. 1 market share

In the Middle East, where there continues to be political instability, our sales in Saudi 
Arabia are strong, and our market share remains No. 1 at about 48%. Our local business is 
also increasing exports to neighboring countries. Cultural and religious factors mean 
women in Saudi Arabia face many restrictions, including in workplaces. Unicharm is 
helping local women to become more independent by offering job opportunities, while also 
respecting local cultural norms. Those efforts are also improving Unicharm’s brand image 
in Saudi Arabia, contributing to strong growth.

[Brazil]

Becoming profitable for the first time by promoting the spread of pants-type 
disposable baby diapers and expanding the sales area

In Brazil, where disposable diapers are used until a relatively late age, we have made active 
efforts to promote the functionality of our pants-type products, our company’s strength, 
and expand our sales area since our entry into the market in 2014. Sales have continued to 
grow at a high rate of over 20% due to efficient investments in sales promotions for pants-
type diapers, and we have become profitable for the first time since the company’s 
founding.

Review of Operations
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Partner Animal (Pet) Care Business
In Japan, the number of partner animals (pets) being raised and opportunities for interaction with partner animals (pets) 
have increased due to the impact of COVID-19. We have achieved high growth, particularly in the areas of cat food and cat 
toiletries, which has led to increases both in sales and profits.
In North America, where the market was revitalized just like the Japanese market, the increase in the weight of high-gross-
profit products, such as wet snacks for cats made with Japanese technology, resulted in higher sales and profits.
As a result, consolidated sales and profits increased, and the core operating income for our partner animal (pet) care 
business improved by 2.5 points to 14.8%.

■SWOT Analysis■Net sales (Unit: 100 million yen)

■Core operating income (Unit: 100 million yen)

Strengths

●��Nonwoven fabric and absorbent material 
processing and molding technologies

●��Broad range of products from partner animal 
(pet) food to pet toiletries

●��Product development capabilities that 
anticipate consumer needs

●��Rapid strategy implementation

●��Overseas business development capabilities

Weakness

●��Responsibility for resource depletion 
(Disposable products)

●��High ratio of materials derived from crude oil

●��Lack of personnel skilled in digital technologies

Opportunities

●��Growth in number of partner animals (pets) due 
to rising income levels in emerging countries

●��Rising demand for safe products that offer 
peace of mind, and demand for high value-
added products

●��More people seeking comfort from partner 
animals (pets)

●��Rising demand for pet toiletries due to growing 
trend of raising partner animals (pets) indoor

Threats

●��Overseas business risk and forex risk

●��Risks related to the reliability of products

●��Risks related to intellectual property including 
patents and trademarks

●��Risk related to environmental problems

●��Risk of market entrants from other sectors
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*  We have been using International Financial Reporting 
Standards since FY2017. The figures for FY2016 were 
created based on IFRS standards as well.

[Japan]

Revitalizing the market by reinforcing our brands and continuing to launch high 
value-added products

Our goal is to increase healthy life expectancy and create a cohesive society and a society 
with long healthy life expectancy where people and their partner animals (pets) can live long 
and rich lives. To realize this goal, we are working to create new markets and developing 
new products that provide support for all aspects of partner animals’ lives, from hygiene 
through to food. We aggressively invested in marketing and continued to launch high value-
added products, lifting sales roughly 9% year on year. Unicharm also retained the leading 

share in the domestic partner animal (pet) food and toiletries market.
With regard to partner animal (pet) food, we launched a new cat food brand, “AllWell,” in 
response to growing health consciousness, and for dogs, we launched new products that 
are suitable for the physical characteristics and age of various breeds. Additionally, we have 
worked to propose a new style of communication called “Oyatsu exercINU (dog)” using the 
“Grande Deli” snack series, which addresses the lack of exercise and mood changes in pet 
dogs. Through these efforts, we have striven to improve consumer satisfaction and expand 
the market.
With regard to partner animal (pet) toiletry products, sales of dog seats and cat toilets such 
as “Deotoilet,” which harness the non-woven fabric and absorbent material processing and 
molding technologies we have developed since Unicharm’s earliest days, have remained 
steady. We have achieved steady growth by providing a hygienic environment where owners 
and partner animals (pets) can pass the time in a hygienic fashion anytime, anywhere, such 
as by launching a new cat diaper product under our “Manner Wear” partner animal (pet) 
disposable diaper brand.
Going forward, we will continue to use technologies developed since Unicharm’s earliest 
days to improve our products and services to allow customers to live happily with their 
partner animals (pets) and extend their healthy lives.

[North America]

Creating new markets and targeting business expansion with products 
incorporating Japanese technology

Since acquiring The Hartz Mountain Corporation in 2011, Unicharm has achieved stable 
growth in the U.S. by launching products that incorporate technologies developed since its 
earliest days. Due to our focus on sales of high-value-added products, we have seen rising 
sales of key products, such as flea & tick-exterminating medicine, toilet sheets for dogs 
that make use of Unicharm’s technology, and wet snacks for cats, a new concept in the 
U.S. market that utilize Japanese technology. In particular, due to the impact of COVID-19, 
the number of partner animals (pets) being raised and the number of opportunities for 
interaction with them have increased just like in Japan, so the weight of high-profit 
products such as wet snacks for cats has increased, which has also led to growth in 
profits. With regard to sales channels, we are strengthening our efforts in areas that include 
e-commerce channels, specialty partner animal (pet) stores, and dollar stores, which are 
unique to the U.S.
Going forward, we will continue to improve profitability and expand our partner animal (pet) 
care business in the US by combining our technical and product development capabilities 
in pet toiletry and partner animal (pet) food products with the brand power, marketing 
expertise and selling power of Hartz. Emerging markets

[Emerging markets]

Accelerating business growth through proactive investment of management 
resources

The partner animal (pet) care market continues to expand worldwide. Demand for partner 
animal (pet) care products is also gaining momentum in Asia, particularly China, as incomes 
rise and the population ages. By leveraging our leading position in the domestic food and 
toiletry markets, we are targeting further growth by offering products that help partner 
animal (pet) owners lead hygienic, comfortable lifestyles with their partner animals (pets), 
with a focus on urban markets.
We aim to accelerate business growth by actively investing management resources in the 
growth markets of China and Southeast Asia.

Aging is a growing issue for partner animals (pets), as well as people. To increase healthy life expectancy and create a cohesive 
society where partner animals (pets) and people can live long and rich lives together, we will work to create new markets and 
develop products that support all aspects of partner animals’ lives.

We supply a wide range of high value-added pet food and pet toiletry products incorporating Unicharm technologies from 
Japan, helping to improve health and hygiene for people living with partner animals (pets).

[Japan]

Basic business 
strategy

[Overseas]
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